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Abstract 

Purpose: This study examines the factors that influence customers’ choice of 
online food delivery services and assesses customer experience with the 
quality of e-services, personal characteristics of delivery staff, and perceived 
food quality. 

Design/methodology/approach: This study employed a 
quantitative approach and adopted an explorative research design employing 
a snowball sampling technique and collected the data using a questionnaire. 
The sample size in this study was 163. The Gretel program was used to extract 
questionnaire data with greater accuracy and statistical analyses like 
percentage analysis, mean, standard deviation, ranking, and Correlation 
measures were used to analyze the data. 

Findings: Talabat was the most popular online food delivery service in 
Muscat. The results of the study revealed that the three primary factors that 
drive customers to place online food orders are affordability, variety, and 
excellent cuisine. Every respondent places at least one online food order every 
month, and the majority place three or more orders, primarily using a mobile 
device. Furthermore, the professional behaviour of the delivery staff, food 
quality, and website design affect consumer satisfaction. However, there is a 
weak positive correlation between timely delivery and customer satisfaction. 
Most of the respondents responded that they would order food again because 
of their pleasant experiences. 

Research limitations/implications: To attract more clients, food delivery 
services can boost social media presence and work with influencers. Most 
respondents utilize food delivery services between once and three times each 
month. Thus, firms should implement loyalty programs to retain clients. 
Improving mobile app functioning should be the primary goal, given that most 
customers prefer to order food using their phones. Businesses should evaluate 
food order accuracy and prioritize effective food delivery to clients. Despite 
the lack of a link between customer satisfaction and delivery timing, timely 
delivery is critical for customer satisfaction. 

Social Implications: Online food delivery services serve persons with hectic 
schedules and mobility challenges. Many individuals who own restaurants 
and small entrepreneurs working from home may now access a large 
consumer base and greater visibility can boost their sales. These enterprises 
allow individuals to try the cuisine of other nations, which was previously 
impossible, thus broadening the culinary experiences. 

Originality / Value: Online food delivery companies expanded rapidly 
during and after the pandemic in response to rising demand. While expanding 
in popularity, no study of online food delivery services has been conducted in 
Oman. Therefore, the results of this study will immensely benefit online food 
delivery companies, and the people engaged in this industry. 


Keywords: |Online Food Services, Customer Experience, Customer 
Satisfaction, Food Delivery Factors, Delivery Staff, Food Delivery 
Applications. 
Introduction 


An online food delivery service is the act of placing an order for food directly 
from a nearby restaurant such as McDonald’s, Pizza Hut, or KFC, or through 
a restaurant middleman using a mobile app or food delivery website, such as 
Food Panda, UberEATS, and Zomato (Chai & Yat, 2019). Food is delivered 
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as quickly as possible to target clients via intermediary organizations that use mobile applications to connect 

with numerous restaurants, hotels, food courts, and catering services across the globe (Singh & Kaur, 2020). 

Correspondingly, in the food industry, technology has advanced rapidly, which has enabled middlemen to 
run their operations more extensively (Salunkhe et al., 2018). 


Owning to the COVID-19 epidemic and increased social isolation in many nations, there have been 
significant shifts in consumer behavior (Kumar & Shah, 2021). Customers can enjoy safe services and high- 
quality food from multiple restaurants without having to physically visit the restaurants because of online 
food delivery services, which have shown to be quite beneficial for both linked businesses and consumers 
(Mehrolia et al., 2020). The COVID-19 pandemic has had a significant impact on restaurants and delivery 
services, causing them to reinvent themselves and switch to online delivery services. As a result, the future 
of food delivery employing contemporary technologies is promising (Jun et al., 2021). Additionally, several 
businesses in Western nations are attempting to employ drones to reach all locations, including rural ones, to 
increase the scope of delivery and serve a larger number of clients efficiently and economically (Cavusoglu, 
2019). Furthermore, Els (2024) remarked that the concept of robot delivery has also been adopted in certain 
countries to ensure sustainable food delivery. 


Ashok (2020) described restaurants in Oman starting to offer takeout services during COVID-19 as they 
could not serve food at their locations, and the most widely used applications these days are those related to 
food such as Talabat and Akeed. These companies are associated with a large number of restaurants, hotels, 
food service providers, and other businesses, as all of them specialize in food (Kumar et_al., 2022). 
Additionally, people choose these delivery companies because they are convenient and economical, and most 
importantly, they help people receive food (Pigatto et al., 2017). Additionally, during COVID, home delivery 
was a practical choice, and as regulations tightened, there had been a sharp increase in the demand for food 
delivery services (Ebuen, 2020). Furthermore, online food delivery applications in Oman had a significant 
impact on the food industry during the COVID-19 pandemic (Al Busaidi et al., 2021). The adoption of food 
delivery applications by restaurant owners helped them increase their sales, and customer feedback allowed 
them to make improvements to all aspects of their business, including food quality and service. 


According to Statista (2024), the online food delivery business in Oman is expected to generate US $360.00 
million in sales by 2024. From 2024 to 2029, the market is anticipated to increase at a compound annual 
growth rate (CAGR) of 10.96%, with an anticipated market size of US$605.40m by that time. By the end of 
2024, the market for grocery delivery services is expected to have a user penetration rate of 18.4%, and the 
market for online meal delivery in Oman is expanding rapidly as consumers’ inclination towards ease and 
contactless transactions grows (ECDB, 2024). Talabat Oman, a leading Oman food delivery platform, won 
the Most Trusted Brand Award of 2023 for the second consecutive year in the Home Delivery (food 
category), thanks to innovative technology and a vast partner network (Khan, 2024). 


Customers will benefit more from an increased number of enterprises entering the online food delivery sector. 
Besides, customers have a greater selection of service providers when an increasing number of applications 
and websites offer online food delivery services. Therefore, the main aim of this study was to examine the 
factors that influence consumers’ choices of online meal delivery services in Muscat, Oman. Restaurants and 
online food delivery services would greatly benefit from the findings of the study, as they would be able to 
identify the factors that affect customers’ decisions to utilize online meal services, as well as the factors that 
affect their happiness with such services in Oman. 


Statement of the Problem 

The online food delivery market has expanded at a never-before-seen pace since COVID- 19. Due to increased 
demand and strict secrecy measures, online food delivery services have grown quickly both throughout and 
following COVID-19, and have continued to do so ever since. Although online food delivery services are 
becoming more popular in Oman and other countries, little research has been conducted on them. In 
particular, there has been no research on online food delivery services in Oman. As a result, this study was 
considered imminent, and restaurants, online meal delivery services, and others working in this sector would 
greatly benefit from its findings. 
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Research Questions 

1. What factors influence customers’ choices of online food delivery services? 

2. How can consumer experience with the quality of e-services, delivery worker personal traits, and 
perceived food quality be assessed? 


Research Objectives 

1. To analyze factors that influence customers’ choices of online food delivery services. 

2. To assess customer experience with the quality of e-services, professional behaviour of delivery staff, 
and perceived food quality. 


Review of Literature 

The schedules of the people are becoming more hectic, leaving them little time to dine out or make something 
to eat at home (Saad, 2021). Conversation in person is transitioned into online shopping in place of 
involvement via mobile phone apps and online communication tools, such as chat, email, SMS, and business 
sites (Yapp & Kataraian, 2022). The following significant factors are observed to influence consumers’ 
decisions to use online meal delivery services. 


Service Quality 

Customer satisfaction with online food delivery services is greatly influenced by service quality, which 
includes the dependability, reliability, security, and performance of the system (Koay et al., 2022). Online 
food delivery services provide food from various eateries using various websites and apps (Pigatto et _al., 
2017). However, in certain situations, food delivery delays may result from operational issues, such as order 
fulfilment, heavy traffic, and delays in communication (Saad, 2021). Therefore, food delivery companies are 
expected to pay closer attention to reliability, assurance, and responsiveness in order to provide the utmost 
service quality (Koay et al., 2022). Similarly, Suhartanto et al. (2018) claimed that businesses must view 
service quality as a top priority and develop specialized plans and strategies to uphold and enhance it; if they 
fail to do so, they risk losing their market share. 


Perceived Ease of Use 

According to Davis (1989), perceived ease of use refers to how simple a user thinks a technology app is to 
be used. A greater perceived convenience of use is associated with a higher likelihood of adopting online 
food delivery services (Ray et al., 2019). Research has also shown that consumer behavioural intentions, such 
as placing another order, are positively influenced by perceived ease of use and there is no apparent 
connection between purchase intention and perceived ease of use (Hong et al., 2021). According to Ray et 
al. (2019), the most crucial elements of the simplicity of using food delivery systems are ease of placing an 
order; simplicity in sorting restaurant and food options; and convenience in order tracking, payment 
processing, cancellations, and reorders (Yapp & Kataraian, 2022). Furthermore, clients may decide not to 
adhere to the company platform and may choose to associate with other firms if they experience any problems 
with the aforementioned. 


Convenience 

According to Chandrasekhar et al. (2019), people prefer to purchase food online because it allows them to 
perform multiple tasks and saves both time and cash by utilizing a variety of platforms and applications. 
Besides, Pillai et al. (2022) stated that the ability of restaurants to provide 24-hour food delivery services is 
one of the primary explanations for why ordering food online has been successful. Moreover, customers can 
relish their food without waiting in a queue or ordering takeaway, and they can make good use of the waiting 
time by performing other tasks around their house or at the office (Yapp & Kataraian, 2022). This is another 
advantage of online meal delivery services. Therefore, a key factor in deciding whether consumers will 
employ online meal delivery services is perceived as easy. Correspondingly, a study conducted by Francioni 
et al. (2022) concluded that ordering food is more popular among respondents than dining outside because it 
saves time, and dining outside is viewed as a luxury and time-consuming activity. Furthermore, according to 
Pillai_et_al. (2022), ordering food is now more fashionable and enjoyable, and it provides ease and 
convenience as well as control over technology to have their preferred dish at any time. 


Delivery Time 

According to Ray et al. (2019), in online business, whether it is retail or food, delivery time is an important 
factor in customer happiness, retention, and thus, business success. Besides, Rajesh (2019) stated that many 
consumers prefer Internet shopping as it takes less time than traditional offline shopping because they do not 
have to travel. Owning to the short time between placing orders and getting purchased items, delivery has 
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become increasingly crucial, especially when buying food items (Ganapathi & Abu-Shanab, 
2020). Additionally, Kedah et al. (2015) stated that people often order online food because they are busy at 
work. After ordering food, customers use live tracking technologies to monitor their orders and expect on- 
time delivery, and any delivery delays are unsatisfactory as they need to transition between tasks (Francioni 
et al., 2022). However, any delivery delay that extends the scheduled arrival duration irrespective of traffic 
issues or weather conditions lowers customer satisfaction. To ensure timely delivery, online delivery 
companies must comprehend all possible routes (Kedah et al., 2015). Similarly, Rajesh (2019) stated that the 
restaurant's promised delivery time may be delayed due to traffic conditions; in such cases, it would be 
preferable if businesses rewarded customers by providing complementary coupons, and customers are happy 
and will forgive them the late delivery if they receive coupons and other benefits (Dospinescu et al., 2020). 


Consumer satisfaction with the quality of e-services 

Yeo et al. (2017) mentioned that customer satisfaction is the belief that service leads to positive experiences 
during the purchasing process, influencing future purchases and loyalty. The quality of electronic services 
significantly impacts satisfaction and influences the intention of online shoppers to repeat purchases and 
website revisits (Ganapathi & Abu-Shanab, 2020). Shroff et al. (2022) highlighted the increasing trend of 
online food ordering, which allows people to order from various restaurants through different applications. 
This trend is particularly prevalent in urban areas and work settings, with some customers opting for delivery 
or ordering directly from restaurants’ websites (Adithya et al., 2017). Parasuraman et al. (2004) identified 
four key e-service variables that impact customer satisfaction with online food delivery viz. efficiency, 
fulfilment, system availability, and privacy. Furthermore, the layout of the website, order tracking, 
confidentiality of data, and navigation are key factors in determining consumer satisfaction with e-service 
quality (Suhartanto et al., 2018). Most customers buy food online using a mobile device; as a result, one of 
the things that every user must contend with is the ease with which an online food delivery program operates 
(Yusra & Agus, 2019). Rita et al. (2019) insisted that there should be a variety of dining options, and smooth 
payments through online meal delivery services using a variety of methods, including internet banking and 
pay-on-delivery. Another appealing element of the system is the ‘schedule later’ feature, which allows users 
to postpone their delivery till they are ready to dine, and reordering is supposed to be straightforward, 
allowing users to order their favourite foods with minimum effort (Rajesh, 2019). Additionally, Talabat’s 
platform offers intuitive navigation and innovative solutions, including drone delivery and Talabat AI, 
enhancing the customer experience with ChatGPT-powered AI grocery shopping assistants (Khan, 2024). 


Consumer satisfaction with personal characteristics of delivery staff 

The need for reliable and safe delivery personnel has increased in tandem with the rise in online food ordering 
(Yeo et al., 2017). The delivery person must bring quality food to customers in a timely, polite, and safe 
manner, and they are expected to check purchase orders and invoices for accuracy before delivery (Singh & 
Kaur, 2020). Before delivery starts, the individual who delivers needs to get in touch with the customers to 
verify delivery details, such as the exact location of the items to be picked up and the pickup time (Yusra & 
Agus, 2019). Effective communication is one of the most important qualities that delivery employees should 
possess because it leads to customer happiness (Zhong & Moon, 2020). Furthermore, both oral and written 
communication are important because delivery personnel are expected to receive orders and interact with 
consumers about various issues such as address, traffic issues, and others (Sahni & Mohsin, 2017). Personal 
responsibility, client relations, strong communication, and maintaining customer confidentiality are qualities 
that every delivery person should possess (Yusra & Agus, 2019). If delivery employees can build and 
maintain outstanding relationships with consumers, it may boost their willingness to purchase again and 
continue to choose the same online food delivery services (Zhong & Moon, 2020). 


Consumer satisfaction with perceived food quality 

The main factor driving customers to use online food delivery services is the quality of the food, which has 
a significant impact on their willingness to buy again (Kedah et al., 2015). Suhartanto et al. (2018) found that 
for food delivery via internet services, consumer happiness, and repurchase intention are directly correlated 
with food quality. Additionally, Annaraud & Berezina (2020) stated that food quality has a significant impact 
on customer satisfaction, making it a crucial issue in food service. Customers expect extensive menus, 
wholesome selections, and prompt delivery, and their happiness is affected by preserving meal quality and 
hygiene, and food quality drives the decision-making factors for online ordering (Koay et al., 2022). 
Consumers judge the quality of food during the purchasing process because apps display images of the food, 
which buyers study to determine the colour and shape of the food (Kumari, 2019). 
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Consumers are increasingly interested in ordering food from outside restaurants, and when the food arrives, 
consumers like to compare what they ordered to what they received if they match, they perceive the quality 
of the food to be high, and if they do not, they are dissatisfied (Zhong & Moon, 2020). Food quality affects 
customer satisfaction as consumer behaviour varies, with intrinsic quality (taste, colour, freshness) often 
being more important than extrinsic factors (price, brand, and packaging) (Petrescu et al., 2022). On the 
contrary, Koay et al. (2022) stated that consumers prioritize high-quality, excellent taste, and appearance 
over extrinsic factors, such as brand and price, during the purchase process. Talabat caters to the Omani 
market’s unique needs by understanding local tastes and incorporating cultural nuances into its brand identity 
and customer experiences (Khan, 2024). 


Research Methodology 

This study adopted a quantitative research approach to examine the factors influencing consumers’ choice of 
online food delivery services. Creswell (2003) stated that the main goal of quantitative research is to test 
ideas and hypotheses and analyze them using statistical analysis and mathematics which mostly take the form 
of tabular, pictorial, and numerical representations that summarise closed problems. According to Kothari 
(2004), research topics that had not been thoroughly examined before were investigated using an exploratory 
research design. Therefore, the research design used in this study was explorative. It is frequently employed 
when researching a novel topic or developing a broad concept into a more focused research question. 


According to Saunders et_al. (2019), snowball sampling first involves choosing a small number of 
respondents to participate in the survey. Participants can then recommend or nominate other people who fulfil 
the criteria or have similar traits. However, they must also consider their restrictions and other distinctions. 
One of the main benefits of using the snowball method is that it narrows the research focus to individuals of 
specific interest. This study employed a snowball sampling method to obtain data from the participants. 
Purposive and snowball sampling, according to Mukherjee (2019), are both helpful methods for quantitative 
research because they enable the selection of participants offering rich and pertinent data for study. Thus, it 
was considered to collect 163 samples using snowball technique from the population of those who used online 
food deliver services earlier to the survey. 


The survey data-gathering technique described by Teddlie & Yu (2007) is reasonably inexpensive. Thus, a 
questionnaire-based survey approach was used to gather information from the respondents. In particular, for 
both online and smartphone surveys, the cost per respondent was relatively low. Similarly, Bryman (2012) 
reported that respondents can obtain survey data through a range of channels, including email, WhatsApp, 
and other social media platforms. In addition to the ease of collecting data, surveys can be dispatched very 
easily to participants who can complete them at their own leisure time (Creswell, 2003). The questionnaire 
was divided into five sections. The respondent profile was described in the first section. Online food delivery 
service details were in the second section. The third section featured the factors that encourage consumers 
to select online food delivery services. The fourth section addressed how satisfied customers are with online 
food delivery services. Section five highlighted the customers’ experience with online food delivery services. 
The Gretel program was used to extract questionnaire data with greater accuracy and detail once the data had 
been collected. Statistical analyses like percentage analysis, mean, standard deviation, ranking, and 
Correlation measures were used to analyze the data. 


Findings 


Table 1. Demographic Details 


Description Frequency % 
Genes Male 99 60.7 
Female 64 39.3 
De Omani 122 74.8 
Nationality aco a 952 
18-29 37 22.7 
Age 30-39 43 26.3 
40-49 57 34.9 
50 & above 26 16.1 
School 28 17.1 
Education Diploma 109 66.8 
Bachelors 18 11.0 
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Masters & above 8 5.1 
500 & below 29 17.8 
Income 501 to 1000 98 60.1 
(optional) 1001 to 2000 21 12.8 
2001 & above 15 9.3 
Student 33 20.2 
Employed 61 37.4 
Profession Business 55 33.7 
Retired 6 3.6 
Unemployed 8 5.1 


Table | presents that 60.7% of respondents were men, while 39.3% were women. Of the respondents, 74.8% 
were Omanis and the remaining 25.2% were not from Omanis. Besides, 34.9% of the respondents were 
between the ages of 40 and 49, 26.3% were between the ages of 30 and 39, 22.7% were between the ages of 
18 and 29, and 16.1% were between 50 & above. 66.8% of respondents were diploma holders, 17.1% were 
school certificate holders, 11% were bachelor’s degree holders, and 5.1% had a master’s degree or higher. 
60.1% of the population earned between 500 & 1000 Omani rials per month, 17.8% earned 500 and less, 
12.8% earned between 1001 & 2000, and 9.3% earned 2001 & more Omani rials per month. 37.4% were 
employed; business owners made up the next group with 33.7%, followed by students (20.2%), unemployed 
people (5.1%), and retirees (3.6%). 


Table 2. Customers Views on Online Food Delivery Services 


Customers’ Views Frequency Percentage 
1. Did you use online food delivery services in the last six months? 
Yes 128 78.5, 
No 35 21.5 
2. How often do you generally use the services within a month? 
1— 3 times 86 52.7 
4 -7 times 62 38.0 
8 and more 15 9.3 
3. Where did you hear about online food delivery services? Through 
Social media influencers 35 21.4 
Family & friends 50 30.6 
Colleagues 14 8.5 
Word of mouth 5 3.0 
Social media 48 29.4 
Brochures 3 1.8 
Others 8 5.3 
4. Which food delivery services did you use? 
Talabat 122 74.8 
TM done 20 12.2 
Akeed 3 3.0 
Geeb =) 3.0 
Mojeeb 3 1.8 
Others (Daleel 1010, Rafeeq Oman) 8 5.2 
5. Do you think that ordering online is better than visiting a restaurant or hotel? 
Yes 91 55.8 
No 52 31.9 
Not sure 20 12.3 
6. What is your favourite way to order food? 
Website 25 15.3 
Mobile app 124 76.0 
Phone call 14 8.7 
Others 0 0 
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7. Do you support the introduction of more online food delivery services in Oman? 
Yes 127 771.9 
No 19 11.6 
Not sure 17 10.5 


The choices of the respondents regarding online food delivery services were presented in Table 2. Of the 
respondents, 78.5% responded that they had utilized online food delivery services compared to 21.5% who 
had not. 52.7% of the respondents reported using online food services once to three times per month, 
compared to 38% who used them four to seven times, and 9.3% had used for more than eight times. 30.6% 
of respondents opined that they learned about online food delivery services from friends and family whereas 
8.5% heard from co-workers, 21.4% from social media influencers, and 29.4% from social media sites. The 
remaining respondents learned about it through Google advertisements, TV, radio, word-of-mouth, and 
brochures. In total, 50.8% of the participants learned about online food delivery services from social media 
influencers and social media platforms. 


74.8% of the respondents ordered their food through Talabat Company; 12.2% through TM Done, and 5.2% 
from others, indicating that they ordered either directly from restaurants or from other places such as Rafeeq 
Oman, Daleel 1010, and the remaining 7.8% used Akeed, Geeb, and Mojeeb. Moreover, 55.8% of 
respondents believed that placing an order online is preferable rather than going to a restaurant or hotel in 
person, while 31.9% disagreed indicating that they preferred to visit in person. 12.3% were not sure. 76% of 
the respondents stated that they preferred to order food using mobile applications; 15% claimed ordering 
online was better and 8.75% indicated ordering over the phone was better. Thus, it was clear that these three 
methods were more prevalent. 77.9% of the customers were in favour of more online food delivery services 
being offered in Oman, while 11.6% were against it, and 10.5% were not sure. 


Table 3. Factors Influencing People to Choose Online Food Delivery Services 


Preferred Factors Mean S.D. Rank 
Convenience: Enjoying a meal at home, work, or other places with 447 1.205 1 
loved ones 
A variety of food options are available 4.38 1.204 2 
Quality of food: The food arrives fresh and hot 4.23 0.987 3 
The payment system is secured and easier 4.23 0.956 3 
Time constraints - Cannot cook every day as am busy working 4.17 1.119 5 
Recommended by my social media influencers 4.12 1.158 6 
Reliable and trustworthy services with consistency 4.09 0.995 7 
Recommended by family and friends 4.02 1.078 8 
Fast delivery 3.97 0.798 9 
The food delivery staff are very professional and well-mannered 3.88 1.236 10 
Easy to use and offers a better user experience 3.72 0.978 11 
Better customer service, soft-spoken people, and quick reply 3.72. 1.198 11 
Ease of returns and refunds 3.61 1.115 13 
Easy to track my order 3.42 0.962 14 
Low prices, offers, and discounts 3.31 1.205 15 
The delivery company supports local businesses and the community 2.97 0.898 16 
Apps have various features - live chat, order scheduling, and the contact 
: . : 2.84 1.312 17 
information of the delivery person 
Provides information on the ingredients and nutritional contents of food 2.76 1.328 18 
Reviews and ratings are available and consistent 2.61 0.818 19 
Delivery staff members do not expect extra money or tips 2.54 1.404 20 
| Accuracy of information reg. Products, price, timings, etc. 2.38 1.150 21 


Table 3 presents the factors influencing people’s decision to use online food delivery services. The item 
‘Convenience: Enjoying a meal at home, work or other places with loved ones’ had the highest mean score 
(4.47), followed by ‘A variety of food options available’ (4.38), ‘Quality of food: the food arrives fresh and 
hot’ (4.23), ‘The payment system is secured and easier’ (4.23)’, and ‘Time constraints: Cannot cook every 
day as am busy at work’ (4.17). Two items recorded the third place with the same mean scores. These were 
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all the significant factors in an individual’s decision-making process. Social media influencers recommended 

(4.12), Reliability and trustworthiness with consistency (4.09), and being recommended by family and friends 
(4.02) were other significant factors that inspired consumers to order food online. 


The lowest mean score of the factors that influence people to choose online food delivery services seemed to 
be the factor - ‘Accuracy of information reg. Products, price, timings, etc.’ with a mean score of 2.48. This 
suggested that the customers were not satisfied with the accuracy of information on prices, items, schedules, 
etc. provided by the apps. Other lowest mean scores included Delivery staff do not expect extra money or 
tips’ (2.54), ‘Reviews and ratings are available and consistent’ (2.61), and ‘Provides information on the 
ingredients and nutritional contents of the food’ (2.76). This suggested that the respondents were not 
particular about the delivery personnel receiving more money or tips; whether reviews and ratings readily 
available were reliable or not, and details of the food’s ingredients and nutritional value offered. 


Table 4. Customer Experience with Online Food Delivery Services 


Statements on the experience Mean S.D. Rank 

Online services 
Placement of an order is very easy and convenient 4.20 1.076 1 
The user interface and navigation of the application are easy 4.06 1.190 2 
Payment procedures are easy and secured 3.73 0.961 3 
Whenever any technical issues faced during usage of e-services were 334 1.327 4 
resolved quickly 
The availability of information - menus, prices, and offers were clear 2.86 0.896 5 
Delivery Staff 
The delivery staff adheres to the protocols and standards of the services 4.18 0.999 1 
The staff looks very professional with uniforms, name badges, etc. 4.12 1.076 2 
Communication of the delivery persons was clear, easy to understand, 3.79 0.859 3 
and knowledgeable 
The delivery always arrived at the promised times 3.58 1.118 4 
The delivery staff is always courteous, friendly, and helpful 3.07 1.304 5) 
Food quality 
The food was hot, fresh, and tasty 4.13 1.313 1 
The food is well presented, has a great texture, and is in good portions 4.09 1.112 2 
The quality of the food I received was good, properly sealed, and well- 3.68 0.892 3 
protected 
The food is well-cooked, smells nice, and money worth 3.32 1.070 4 
ee delivered food was the same as the ordered one and there was no 3.06 0.988 5 

iscrepancy 


Table 4 shows customer experience with online food delivery services. The highest mean score for customer 
experience for online services was observed to be ‘Placement of an order is very easy and convenient’ (4.20), 
and the lowest recorded was ‘the availability of information - menus, prices, and offers were clear’ (2.86). 
The highest mean score of the customer experience related to delivery staff was that ‘the delivery staff 
adhered to protocols and standards of services’ (4.18), and the lowest mean score was that ‘the delivery staff 
is always courteous, friendly, and helpful’ (3.07). The highest mean score of the customer experience with 
perceived food quality was that ‘the food was hot, fresh, and tasty’ (4.13) whereas the lowest mean score was 
that ‘The delivered food was the same as the ordered one and there was no discrepancy’ (3.06). This implied 
that customers were happy with the following: the convenience with which they were able to place an online 
food order, the fact that the delivery staff adhered to protocols and quality standards, and the fact that the 
food was brought hot, fresh, and delicious. 
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Table 5. Correlation between website/app design and Customer Experience 
with online food delivery services 


Variables Website/APP Customer Experience 
design 
Pearson’s r Correlation 1 716" 
Website/App design Sig. (2-tailed) 0.000 
N 163 163 
Pearson Correlation 716" 1 
Customer Experience Sig. (2-tailed) 0.000 
163 | 163 


~* Correlation significant at the 0.05 level (2-tailed) 


According to Table 5, Customer experience with online food delivery services in Oman was positively and 
significantly correlated with the website/app design. The acquired Spearman’s coefficient of 0.716 and p- 
value of 0.000 < 0.05, suggested that the value of r that is close to | indicates that customer satisfaction rises 
in tandem with food quality and vice versa. This implied that the food delivery company’s website or app 
design, including aesthetics, purchase process, and others, leads to better customer experience. 


Table 6. Correlation between Professional Behaviour of the Delivery Staff and 
the Customer Experience with online food delivery services 


Professional Gagne 
Variables behaviour of the E : 
delivery staff ah aes 
Pearson’s r Correlation 1 cia 
Professional behaviour of the | Sig. (2-tailed) 0.000 
delivery staff 
N 163 163 
Pearson Correlation 872" 1 
Customer Experience Sig. (2-tailed) 0.000 
163 163 


* Correlation significant at the 0.05 level (2-tailed) 


According to Table 6, Customer Experience with online food delivery services in Oman was positively and 
significantly correlated with the professional behaviour of the delivery team. The acquired Spearman’s 
coefficient of 0.872 and p-value of 0.000 < 0.05, which implied that the value of r that is close to 1 indicated 
that if delivery staff exhibit professional behaviour, customer satisfaction tends to increase. 


Table 7. Correlation between Food Quality and Customer Experience 
with online food delivery services 


Variables Food quality Customer Experience 
Pearson’s r Correlation 1 904" 
Food quality Sig. (2-tailed) 0.000 
N 163 163 
Pearson Correlation 904" 1 
Customer Experience Sig. (2-tailed) 0.000 
163 163 


* Correlation significant at the 0.05 level (2-tailed) 


The results in Table 7 indicated a strong positive correlation between Customer Experience with online food 
delivery services in Oman and Food Quality. The obtained p-value of 0.000 < 0.05 and Spearman’s 
coefficient of 0.904 indicated this. The value of r is close to 1, which means that when food quality increases, 
so does customer experience, and vice versa. This suggested a direct correlation between Food Quality, such 
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as when food received was hot, fresh, tasty, well presented, had a great texture, and customer satisfied 
experience. 


Table 8. Correlation between Timely Food Delivery and Customer Experience 
with online food delivery services 


Vaniuables Timely Food Customer 
Delivery Experience 
_ Pearson’s r Correlation | 1 | HBA 
_ Timely Food delivery Sig. (2-tailed) 0.000 
| [N a oe eee come 
| Pearson Correlation 134" | 1 
| Customer Experience ‘| Sig. (2-tailed) i 0.000 [ 
| 163 | 163 


~* Correlation significant at the 0.05 level (2-tailed) 


Table 8 shows a correlation coefficient of r = 0.134 indicating a weak positive relationship between Timely 
Food Delivery and Customer Experience. A value of r close to 0 suggested that the association between these 
two variables was weak. This suggested that there is no significant association between Customer Experience 
and Timely Food Delivery, which advocated that Timely Food Delivery was not translated into the satisfied 
experience of the customers. 


Discussion 

Objective 1: To analyze factors that influence customers’ choices of online food delivery services 

The most significant factor (Table 3) in consumers ordering food online is convenience: the ability to enjoy 
food at home with loved ones while saving time and effort. These findings are in line with the findings by 
Chandrasekhar et al. (2019), Pillai et al. (2022), Yapp & Kataraian (2022), and Francioni et al. (2022), all of 
whom indicated that convenience is one of the main motives that people buy food online. Besides, other 
factors (Table 3) that influenced people to order food online were the variety of food options available, the 
quality of food, and the easy and secure payment system. These findings are similar to those reported by 
Yapp & Kataraian (2022), Kumari (2019), Suhartanto et al. (2018), Annaraud & Berezina (2020), Koay et 
al. (2022), Ray et al. (2019), Rita et al. (2019), and Yusra & Agus (2019), who stated that food variety, 
quality, and digital payments affect people ordering food online. 


Objective 2: To assess customer experience with the quality of e-services, professional behaviour of delivery 
staff, and perceived food quality 

The findings for customer experience with online food delivery services (Table 4) include that placing an 
order was very easy and convenient, the delivery staff adhered to protocols and standards of service, and the 
food was hot, fresh, and tasty. Besides, the findings in Tables 5, 6, and 7 demonstrate a strong positive 
correlation between website/app design and customer satisfaction; a strong positive correlation between 
delivery staff professional behaviour and customer satisfaction; and a strong positive correlation between 
food quality and customer satisfaction. These findings are in line with those of Zhong & Moon (2020), Sahni 
& Mohsin (2017), Rajesh (2019), Saad (2021), Pigatto et al. (2017), Suhartanto et al. (2018), Petrescu et al. 
(2022), Koay et al. (2022), and Annaraud & Berezina (2020), which indicated that placing an order should 
be extremely simple and convenient for customer satisfaction and that delivery personnel should follow 
protocols and standards of service because doing so directly contribute to customer satisfaction. Additionally, 
the food must be hot, fresh, and delicious when it reaches the customer; otherwise, it causes dissatisfaction. 


Table 8 revealed a weak positive correlation between timely food delivery and customer satisfaction, 
indicating that timely delivery may not necessarily lead to customer satisfaction. However, these results are 
not in line with those of Ray et al. (2019), Rajesh (2019), Ganapathi & Abu-Shanab (20200), Kedah et al. 
(2015), and Francioni et al. (2022), who claimed that delivery time was crucial for customer satisfaction and 
business success in online businesses, particularly in food-related businesses. Consumers prefer online food 
orders because of the short time between placing orders and receiving items. Live tracking technologies help 
customers monitor their orders, and delays can lower satisfaction. Online delivery companies must 
understand all possible routes to ensure timely delivery. 
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Conclusion 

Based on the above results, the following conclusions were constructed: 

Talabat is the most popular online food delivery servicing company in Muscat, and most respondents order 
food online at least once to three times per month. Most people order food through their mobile phones and 
know about online food delivery apps or websites through social media or influencers. The most influential 
factors that encouraged customers to choose online food delivery services were enjoying food at 
home/work/other places with family & loved ones; the wide range of foods available and the quality of food 
- fresh and hot. The ease and convenience of ordering satisfied the customers. They were pleased with the 
hot, fresh, delicious food received, and the delivery team for their following protocols and standards of 
service. In short, the three primary factors that drive customers to place online food orders are affordability, 
variety, and excellent cuisine. Most of the participants stated that they would most likely place online food 
orders in the near future. 


Nonetheless, the general level of customer satisfaction with online food delivery services remains low, 
indicating a need for greater improvement. It is encouraging that respondents would like to suggest online 
food delivery services to their friends and family. Therefore, businesses should offer top-notch services to 
draw more clientele. Although Talabat Company is the industry leader in Oman, the data show that there is 
room for new food delivery businesses. Entrepreneurs should take note of this and consider entering this 
market. In addition, customer satisfaction and website/app design, customer contentment, and professional 
demeanor of delivery personnel, as well as customer satisfaction and food quality, are strongly correlated. 
Conversely, a marginally positive correlation exists between the punctuality of food delivery and client 
satisfaction, which suggests that timely food delivery might not translate into customer satisfaction. 


Recommendations 

Based on the conclusions, the following recommendations were derived: 

1. Food delivery businesses are urged to increase their social media presence and engage social media 
influencers who can promote their services, as the majority of customers prefer to receive updates via 
social media and influencers. 

2. As most of the respondents were using food delivery apps, it was advised that delivery companies should 
provide discounts, promotions, loyalty programs, and other perks to entice customers to stay with them 
and use their services more often. 

3. As most people order food from their mobile devices, improving the functionality and usability of mobile 
device applications is preferred. 

4. Delivery team members should avoid expecting tips or extra cash from the customers which is vital 
failing which customers will switch to other companies. 

5. Keeping an eye on the accuracy of information about food items on company websites and apps is 
essential because respondents do not seem to be happy with the information offered. 

6. Food delivery companies must closely monitor customer orders and deliveries as there are reported 
deficiencies. 

7. Though customers are generally satisfied with online food delivery services, more improvements must 
be made in order to enhance customer convenience and contentment. 

8. Food delivery servicing companies should ensure and prioritize timely delivery because it will enhance 
customer delight. 
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